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ARTICLE INFO ABSTRACT

This analysis scrutinizes impact of Entrepreneurial Orientation (EO) on the
effectiveness of Integrated Marketing Communications (IMC) within Micro, Small
and Medium Enterprise’s (MSME’s) in India. Given the dynamic business
environment and the critical role of MSMEs in the Indian economy, understanding
how EO influences IMC strategies is vital for sustainable growth. The research
employs an empirical analysis, utilizing data collected from a sample of MSMEs
across diverse sectors in India. Key elements of EO — Risk taking, Proactiveness
and Innovativeness — have been examined for their correlation with IMC
effectiveness, which is measured through parameters such as customer
engagement, brand recognition, and sales performance. Statistical tools
particularly Structural Equation Modeling (SEM), has been used to analyze the
data and test hypotheses. Preliminary outcome indicates a considerable positive
relationship amongst high EO and enhanced IMC effectiveness, highlighting that
MSMEs with stronger entrepreneurial traits tend to implement more cohesive and
impactful marketing communications. The study provides actionable insights for
MSME owners and policymakers, suggesting that fostering an entrepreneurial
mindset can lead to more effective marketing strategies, ultimately contributing to
competitive advantage and business success in the Indian context.

Keywords: Entrepreneurial Orientation, Integrated Marketing
Communications, Customer Engagement, Brand Recognition, Innovativeness.

1.0 INTRODUCTION:

Micro, Small and Medium Enterprise’s (MSME’s) perform a crucial role in the economic development of
India, contributing significantly to employment generation, innovation, and GDP growth. Despite their
importance, MSMEs often face considerable challenges in maintaining competitiveness and achieving
sustainable growth in a fast progressive business environment. One of the key factors influencing their
success is the strategic approach to marketing communications. Integrated Marketing Communications
(IMC) has emerged as a crucial strategy, enabling businesses to deliver a consistent message across multiple
channels, thereby enhancing customer engagement and brand loyalty. Within this context, the
entrepreneurial orientation (EO) of MSME owners and managers becomes a critical determinant of IMC
effectiveness.

Understanding the impact of EO on IMC effectiveness in MSME’s is particularly pertinent in the Indian
context, where the business landscape is marked by intense competition, diverse consumer preferences, and
rapid technological advancements. EO, characterized by its dimensions of proactiveness, risk-taking, and
innovativeness, encapsulates the entrepreneurial mindset and actions essential for navigating uncertain
terrain and seizing opportunities. On the other hand, IMC represents a holistic approach to marketing,
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integrating various communication channels and messages to deliver consistent and compelling brand
experiences to target audiences.

MSME’s in India often operate with constrained resources and limited access to sophisticated marketing
tools, making the strategic orientation of their leaders a crucial factor in leveraging IMC for business success.
As MSME'’s increasingly recognize the importance of aligning their entrepreneurial endeavors with integrated
marketing strategies, understanding the impact of EO on IMC effectiveness becomes paramount. While
extant literature offers insights into the individual contributions of EO and IMC to organizational success,
limited research has systematically explored their interrelationship, particularly within the context of
MSME’s. Therefore, this research endeavors to bridge this gap by employing a Structural Equation Modeling
- SEM approach to analyze the intricate dynamics between EO and IMC in MSME'’s.

By leveraging SEM, this study aims to unravel the underlying mechanisms through which EO influences IMC
effectiveness in MSME’s. SEM provides a robust analytical framework capable of simultaneously examining
the complex interplay between multiple variables, offering a comprehensive understanding of the
relationships at play. Through a nuanced examination of EO dimensions—proactiveness, risk-taking, and
innovativeness—and their impact on IMC dimensions such as brand recognition, customer engagement, and
sales performance, this research seeks to uncover actionable insights that can inform strategic decision-
making and enhance the marketing capabilities of MSME’s.

2.0 REVIEW OF LITERATURE:

The growth and sustainability of Small and Medium Enterprise’s (SME’s) are pivotal for the sustainable
development, as noted by Chen, F.W. et al. (2018). SMEs contribute significantly to various facets of the
economy and the society. Butkouskaya, V. et al. (2020) highlight the essential role SMEs play in job creation,
counteracting inflation, enhancing productivity, fostering innovation, and strengthening networks and
communities. These enterprises are not only economic engines but also enhance societal well-being. Altinay,
L. (2016) emphasizes the non-economic benefits SMEs provide, including community cohesion and personal
fulfillment, which further underscores their value beyond mere financial metrics.

Meanwhile, Darcy, C. et al. (2014) suggest that SMEs can achieve market advantages by developing social
capital, endorsing talent augmentation, fostering individual development, and advancing networking
capabilities. This perspective highlights the strategic importance of human and social factors in the
competitive positioning of SMEs. SMEs serve as the main pillar of the economy by propelling employment,
innovation and productivity, while also contributing to social cohesion and individual growth. Their ability to
cultivate social capital and nurture talent makes them indispensable for both economic sustainability and
societal well-being.

Javalgi, R.G. et al. (2011) assert that Entrepreneurial Orientation (EO) serves as a strategic asset for
companies, reflecting the vigor with which firms identify and exploit untapped opportunities as a core
management principle. This strategic asset is crucial for firms aiming to stay competitive and innovative.
Research by Kraus, S. et al. (2019) supports this view, demonstrating that the employees having higher levels
of individual EO are beyond proactive, keen on exploring new opportunities, and adept at implementing
these opportunities within the organization.

Jin, B. et al. (2018) further elaborate on EO’s positive influence, stating that it enhances the utilization and
the acquisition of information from the market, boosts marketing capabilities, and ultimately improves
organizational performance. Firms that emphasize Risk taking, Proactiveness and Innovation are better
positioned in making the strategic decisions and upgrading their essential capabilities in response to dynamic
market conditions. This strategic orientation facilitates a continuous cycle of growth and adaptation.

Reid, M. (2005) contributes to this discussion by suggesting that a company’s strategic orientation, driven by
EO, can significantly enhance the efficiency of the Integrated Marketing Communications - IMC. Effective
IMC implementation depends on the firm’s ability to integrate various communication strategies effectively, a
capability that is strengthened by a proactive and innovative orientation.

Butkouskaya, V. (2019) emphasizes the importance of cross-functional coordination and flexibility for the
successful implementation of Integrated Marketing Communications - IMC within companies. SMEs are
particularly well-suited for practicing IMC due to their focus on scarcer segments of the market and
simplified communication messages. This streamlined approach allows for better messaging and channel
integration, which in turn, positively impacts the company’s performance. Supporting this, Low G.S. et al.
(2000) argue that the simplicity of SMEs' communication activities contributes to their success in IMC
implementation. Fewer communication messages and better-informed managers facilitate a more cohesive
and integrated marketing strategy. Carrier, C. (1994) further suggests that IMC can be considered one of a
company's dynamic capabilities, enhancing its adaptability and competitiveness, particularly in the SME
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context. Hill, J. et al. (2014) reinforce the idea that SMEs could leverage IMC to gain a competitive edge over
the grander contenders. Their inherent flexibility and ability to quickly adapt to market changes allow SMEs
to effectively integrate their marketing communications, resulting in more coherent and impactful messaging.
This strategic advantage can enable SMEs to outperform larger firms in IMC effectiveness, leading to better
market positioning and overall performance.

In essence, the collective research underscores EQ’s critical role in fostering an environment where
employees are encouraged to be proactive and innovative. This leads to better market information utilization,
improved marketing capabilities, and superior organizational performance. The alignment of strategic
orientation with IMC practices further amplifies these benefits, enabling firms to achieve cohesive and
effective communication strategies that drive competitive advantage. The combination of flexibility,
simplicity in communication activities, and dynamic capabilities make SMEs particularly adept at
implementing effective IMC strategies, allowing them to achieve significant competitive advantages.

3.0 ENTREPRENEURIAL ORIENTATION AND IMC:

Entrepreneurial Orientation (EO) refers to the strategic posture of a firm characterized by Risk taking,
Proactiveness and Innovativeness. Innovativeness entails the inclination in supporting novel ideas with
creative processes, leading to innovative products and services. Reactiveness involves foreseeing and acting
on the future needs and changes in marketplace, while risk taking refers to the readiness to commit the
resources in ventures with uncertain endings. Together, these dimensions shape the strategic decisions and
actions of MSMEs.

i) Innovativeness: Innovativeness drives the creation of unique and memorable marketing campaigns that
differentiate the brand, enhancing brand recognition. Innovative organizations continually develop new
products and services, which can be effectively communicated through IMC to attract and retain customers,
boosting sales performance. Innovativeness often leads to customer-centric improvements and personalized
marketing efforts, which increase customer engagement and loyalty.

ii) Proactiveness: Proactiveness involves anticipating future market trends and customer needs.
Organizations that excel in proactiveness are better positioned to craft IMC strategies that resonate with
emerging market demands. By being proactive, companies can stay ahead of competitors, positioning their
brand as a leader and innovator in the market, which enhances brand recognition and customer engagement.
Proactive companies launch marketing campaigns and products ahead of competitors, capturing market
attention and driving higher sales performance.

iii) Risk-Taking: Risk-taking enables companies to adopt bold and unconventional marketing strategies that
can stand out in the crowded market, increasing brand recognition and customer engagement. Risk-taking
facilitates the adoption of new technologies and platforms for IMC, potentially leading to more effective
customer engagement and improved sales performance. Companies that embrace risk are more likely to
experiment with new marketing tactics, learning from failures and successes, ultimately enhancing overall
IMC effectiveness.

On the other hand, Integrated Marketing Communications (IMC) is a holistic approach to marketing that
seeks to unify various promotional tools and channels in delivering a consistent and compelling messages to
the target audience. IMC integrates advertising, public relations, direct marketing, social media, and other
communication platforms to create a cohesive brand experience. For MSMEs, effective IMC is essential for
maximizing the impact of limited marketing resources and achieving greater market visibility.

i) Brand Recognition: Effective IMC ensures consistent brand messaging across all channels, reinforcing
brand identity and recognition. EO enhances this by promoting innovative and proactive messaging
strategies. EO-driven campaigns are often more creative and impactful, making the brand more memorable
to consumers and increasing brand recognition. Proactiveness and innovativeness facilitate compelling
brand storytelling, resonating with customers and improving brand recall.

ii) Sales Performance: EO allows for more precise and targeted marketing efforts, ensuring that the right
messages reach the right audiences, thus driving sales. Proactive and innovative companies can quickly adapt
their IMC strategies in response to market changes, maintaining and boosting sales performance. Risk-taking
enables companies to communicate unique value propositions effectively, attracting customers and driving
higher sales.

iii) Customer Engagement: Innovative and risk-taking approaches lead to interactive and engaging marketing
campaigns that captivate customers and encourage interaction. Proactiveness in data collection and analysis
enables personalized marketing efforts, enhancing customer engagement by making customers feel valued
and understood. EO fosters continuous engagement through innovative loyalty programs and customer
relationship management (CRM) strategies, leading to sustained customer engagement and loyalty.
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4.0 FACTORS INFLUENCING EFFECTIVENESS OF ENTREPRENEURIAL ORIENTATION ON
INTEGRATED MARKETING COMMUNICATIONS:

To comprehend the intricate relationship between the Entrepreneurial Orientation - EO and Integrated
Marketing Communications - IMC, it's crucial to dissect the specific facets of EO — such as, Proactiveness,
Risk taking, and Innovativeness - and their interplay with IMC dimensions like brand recognition, sales
performance, and customer engagement.

Innovativeness is a cornerstone of EO, driving the creation of unique and compelling marketing campaigns
that captivate audiences. Through continuous product development and customer-centric innovations,
innovative organizations cultivate stronger connections with their target market. This fosters interactive
brand experiences, personalized communication, and lasting relationships, which, in turn, amplify brand
recognition, customer engagement, and ultimately, sales performance. On the other hand, Proactiveness in
EO entails a forward-thinking approach, anticipating future market trends and customer needs. This
proactive stance empowers organizations to craft IMC strategies that resonate with emerging demands,
thereby positioning themselves as industry leaders. By staying ahead of competitors, these companies
enhance brand recognition and customer engagement, drawing attention through timely initiatives and
innovative marketing campaigns.

Lastly, risk-taking within EO fuels the adoption of bold and unconventional marketing strategies, setting the
stage for disruptive initiatives that differentiate brands. Despite the inherent uncertainties, risk-taking allows
companies to experiment with new tactics, learn from both successes and failures, and ultimately refine their
IMC efforts. This willingness to embrace risk often leads to memorable brand experiences, elevating brand
recognition and driving heightened customer engagement and sales performance.

Understanding how proactiveness, risk-taking, and innovativeness intertwine with IMC dimensions provides
businesses with valuable insights into crafting more effective marketing strategies. By harnessing the power
of EO and aligning it with IMC goals, organizations can cultivate a competitive edge, driving superior
business performance and fostering lasting relationships with their audience.

5.0 RESEARCH METHODOLOGY

5.1 Objectives:

1. To evaluate the level of Entrepreneurial Orientation — EO among MSMEs.

2. To understand the relevance of Risk taking, Proactiveness and Innovativeness on integrated marketing
communication.

3. To analyze relationship between EO and IMC effectiveness.

4. To put forth certain suggestions and conclusions based on the findings that have been arrived.

5.2 Hypothesis:

Hi1: Innovativeness positively affects IMC effectiveness (brand recognition, sales performance, customer

engagement).

H2: Proactiveness positively affects IMC effectiveness (brand recognition, sales performance, customer

engagement).

H3: Risk-taking positively affects IMC effectiveness (brand recognition, sales performance, customer

engagement).

5.3 Research Design:

The survey was conducted in Hyderabad District in Telangana state of India. A total of 298 enterprises were

approached through both online and offline means. Primary data was collected from MSME managers in

Hyderabad District by using judgment and snow ball sampling. Structured questionnaire with five-point

Likert-type scales is used for data collection. Only 221 responses were obtained out of which 28 responses

were incomplete and were eliminated as missing information was more that 10% as proportion of

information sought. For the purposes of the analysis, 193 complete responses were taken into account. The

information thus collected has been analyzed using SPSS Amos 20 software.

6.0 RESULT ANALYSIS

Structural Equation Modeling (SEM) is a powerful multivariate data analysis practice used to examine the
correlations amongst the multiple variables. In SEM, independent variables are termed exogenous variables,
while dependent variables are called endogenous variables. It is particularly valuable in multivariate analysis
for confirming constructs and analyzing relationships among them. SEM effectively addresses
multicollinearity issues by simultaneously employing both multiple regression and factor analysis.

For the current study, SEM was conducted using SPSS Amos 20 software. The Structural Equation Modeling
consists of two primary models: the structural model and the measurement model. Measurement model, also
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known as Confirmatory Factor Analysis - CFA, aims to define latent constructs that are composed of various
measured items. This dual approach allows for a comprehensive analysis of both the observed and
unobserved variables, providing a robust framework for understanding complex relationships within the
data.

6.1 Estimating the Measurement Model

Measurement Model outlines how each latent variable — Construct, has been measured by its indicators -
Observed Variables. Confirmatory Factor Analysis - CFA is executed to ensure that the measurement model
exhibits good fit indices and that the constructs are both valid and reliable. Once the measurement model
demonstrates an acceptable fit, the analysis can ensue to test the structural model. Results of the

confirmatory test indicated a good fit, as presented in the model fit summary table 6.1.

Table 6.1 Results of Model Fit Indices (CFA)

No. Test Factor-Model Fit indices Value | Criteria* Result
1 | Chi-Square 156.059 | p=0.05 1% level
2 | Chi-Square / df 2.714 2.0-5.0 Good Fit
3 | GFI (Goodness-of-fit index) 0.959 =0.90 Good Fit
4 | AGFI (Adjusted goodness-of-fit index) 0.968 >0.90 Good Fit
5 | CFI (Comparative fit index) 0.983 =095 Good Fit
6 | NFI (Normed fit index) 0976 =0.90 Good Fit
7 | TLI (Tucker-Lewis index) 0.925 >0.80 Good Fit
8 | RMSEA (Root mean square error of approximation) 0.029 <0.07 Good Fit

A model is considered to meet the criteria for goodness of fit, if only it satisfies definite values specified in the
table above. According to the resulted values, the projected value for the model is 2.714, which meets the
obligatory condition. Additionally, the goodness of fit indices are as follows: 0.959 for the GFI, 0.968 for the
AGFI, 0.983 for the CFI, 0.976 for the NFI, and 0.925 for TLI, all of which confirm a good fit for the
constructed model. Conclusively, the root mean square error of approximation - RMSEA value of 0.029
further validates the model's fit. Therefore, this model is considered to fit well.

6.2 Assessing Reliability and Validity of Scale

Validity generally signifies to the accuracy of a measurement scale and assesses whether the theoretical
conceptualization and operationalization of constructs truly measure the intended concept. Table 6.2
presents these findings of the convergent validity measurement models. The results indicate that all the
values for Standardized Loadings Estimates - SLE, Composite Reliability - CR, and Average Variance
Extracted - AVE for constructs such as Independent Variable (IV), Proactive Attitude (PA), Risk-Taking (RT),
Business Resources (BR), Strategic Planning (SP), and Customer Engagement (CE) are above the threshold
values (SLE > 0.5, AVE > 0.5 and CR > 0.7). This confirms the convergent validity of the scales and
constructs. Furthermore, since both CR and MaxR (H) exceed this threshold value of 0.7, we can conclude
that the scale is reliable.

Table 6.2 Results of Validity of Measurement Model

C.R A.V.E S.L.E MaxR(H)
v 0.790 0.557 >0.5 0.794
PA 0.806 0.510 >0.5 0.815
RT 0.806 0.582 >0.5 0.816
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BR 0.832 0.527 >0.5 0.835
SpP 0.904 0.543 >0.5 0.909
CE 0.867 0.523 >0.5 0.873

6.3 Estimating the Structural Model

The structural model, also identified as the path model, tests all hypothetical relationships among constructs
through path analysis. In contrast, the measurement model evaluates latent constructs using indicators
through formative or reflective measures. The structural model, or causal model, is a conceptual
representation of these relationships and is used to test various paths between constructs. Given that the
structural model involves a set of independent and dependent variables (multivariate analysis), it is crucial to
verify the assumptions of multivariate analysis before proceeding further.
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Figure 6.3 Structural Model with standardized path estimates.

6.4 Path Analysis and Hypotheses Testing

Once the fit indices of the structural model are confirmed to exhibit a good fit, next step involves calculating
path estimates and testing hypotheses. The maximum likelihood approach, the most widely used method, is
employed in the current study to determine path estimates. Table 6.4 presents a summary of the path
estimates and regression weights. The analysis shows that all path estimates have low standard error (SE),

with critical ratios (CR) exceeding 1.96 and p-values below 0.01 in all cases. These findings indicate the
significance of all paths within the model.

Table 6.4 Summary of Path Estimates and Regression Weights

Hypothesis P
Path Estimate S.E C.R SRW(f3) Value
Ha Brand Recognition “Thnovativeness 0.35 0.07 4.152 0.507 0.000*
Hi
Hy Sales Performance <—Hnovativeness 0.30 0.07 3.821 0.397 0.000*
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H. Customer Engagement <_Innovativeness 0.28 0.07 4.306 | 0.356 0.000%

u Ha Brand Recognitior®— Proactiveness 0.40 0.06 6.736 | 0.534 0.000*
2

He Sales Performance ¢—Rxoactiveness 0.45 0.06 5.026 | 0.365 0.000*

He Customer Engagement<€—Proactiveness 042 0.06 6.096 | 0.324 0.000*

u Hg Brand Recognition sk Taking 0.45 0.08 2.163 | 0.467 0.000*
3

Hn Sales Performance ¢—Risk Taking 0.20 0.08 5.361 | 0.354 0.000*

H Customer Engagement®—Risk Taking 0.9 0.08 2567 | 0.265 0.000*

Note: Path Estimates along with p-value *p < 0.01; SE - Standard Error, CR - Critical Ratio and SRW -
Standardized Regression Weight

Hi: Innovativeness has significant positively impact on IMC effectiveness (brand recognition,
sales performance, customer engagement).

To test the hypothesis H1, BR IV,SP IV, CE IV paths were considered. It can be observed from table
6.4 that the relationship between innovativeness and IMC is significant at p < 0.01 and positive (SRW (f8) =
0.507), thus the hypothesis (H1) is accepted. Consequently, it can be concluded that Innovativeness has a
substantial positive impact on IMC effectiveness.

Hz2: Proactiveness has significant positively impact on IMC effectiveness (brand recognition,
sales performance, customer engagement).

To test the hypothesis H2, BR  PA,SP PA,CE  PA paths were considered. It can be observed from table
6.4 that the relationship between proactiveness and IMC is significant at p < 0.01 and positive (SRW (f) =
0.534), thus the hypothesis (H2) is accepted. Consequently, it can be concluded that proactiveness has a
substantial positive impact on IMC effectiveness.

H3: Risk Taking has significant positively impact on IMC effectiveness (brand recognition,
sales performance, customer engagement).

To test the hypothesis H3, BR RT, SP RT, CE RT paths were considered. It can be observed from
table 6.4 that the relationship between innovativeness and IMC is significant at p < 0.01 and positive (SRW
(B) = 0.467), thus the hypothesis (H3) is accepted. Consequently, it can be concluded that Risk Taking has
substantial positive impact on IMC effectiveness.

The path coefficients reveal that all the 3 dimensions of Entrepreneurial Orientation — Risk taking,
Proactiveness and Innovativeness - significantly and positively impact measures of Integrated Marketing
Communications (IMC) effectiveness, including message consistency, brand recognition, and customer
retention. Particularly, proactiveness emerges as the most influential factor across all IMC effectiveness
measures, with innovativeness and risk-taking following suit. These findings underscore the significance of
cultivating a proactive and innovative entrepreneurial orientation to bolster IMC effectiveness.

7.0 CONCLUSIONS

This research makes significant practical and theoretical offerings to the fields of marketing, and
entrepreneurship particularly focusing on MSME'’s. It addresses a critical gap by empirically analyzing the
role of Entrepreneurial Orientation (EO) as a precursor to Integrated Marketing Communications - IMC,
highlighting its potential as a source of competitive benefit for MSME’s. These findings are particularly
relevant as SMEs are crucial to sustainable economic and social development. By highlighting the importance
of EO and IMC in achieving competitive advantages, this research provides a comprehensive framework that
can inform both academic inquiry and practical strategies for SMEs worldwide. The insights gained from this
study can help policymakers and business leaders’ better support SME growth and sustainability across
diverse settings. Evaluating the impact of EO - Entrepreneurial Orientation on the effectiveness of integrated
marketing communications in Indian MSMEs is a critical endeavor that holds significant promise for
enhancing the strategic capabilities and competitiveness of this vital sector. By adopting a robust empirical
approach and addressing a pertinent gap in the literature, this study aims to provide actionable insights that
can drive the growth and success of MSMEs in India. Through a deeper understanding of how
entrepreneurial traits influence marketing communications, MSMEs can better steer the intricacies of the
marketplace and achieve sustainable business outcomes.
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